This article presents theoretical and practical aspects of content marketing decisions for the customer value creation in social networks by using the case of the organic farm ʻIlzenberg manor'. Focus of this paper is to determine which content marketing decisions create the biggest value for the customer in social networks. The first part of the paper deals with theoretical insights into the content marketing decisions and their ability to create the customer value in social networks. Findings of theoretical analysis disclose that there are interfaces between content marketing, separate content marketing decisions and the customer value in the context of social networks. Respectively, it leads to an assumption that the usage of content marketing decisions can be valuable for the customer value creation in social networks. The second part of the paper focuses on the case analysis of the organic farm 'Ilzenberg manor'. In order to determine which content marketing decisions create value for the customer in social networks, authors examine a correlation between separate content marketing decisions and consumer value indicators by using data from ʻIlzenberg manor' Facebook page. The obtained results expose that not all content marketing decisions create value for the customer in social networks. Hence, it means that a selection of separate content marketing decisions in social networks can be made through the customer value perspective. The article ends with insights, conclusions, limitations and future research possibilities.
Introduction
In the context of high competition, many companies are trying to conquer the market clutter using various types of marketing strategies. Many authors (Laric & Lynagh, 2010 ; Kose & Sert, 2017; Kannan, 2017; have admitted that nowadays the situation in the market is characterized by aggressive competition, information overload and more educated consumers. As a result, the fight for the consumer is fierce and complicated. It is not a secret that the prevalence of widespread social networking and digitization has also contributed to these conditions (Diaconu, Oancea, & Brinzea, 2016; Kidane & Sharma, 2016; Kannan, 2017) . Therefore, it is widely recognized that creating value for a consumer is one of the main tasks for a competitive company (Woodruff, 1997; Ivanauskienė et al., 2012; McMurrian & Matulich, 2006; Kumar & Reinartz, 2016) . Moreover, researchers (Ivanauskienė et al., 2012; Baltes, 2015) point out that the value for a consumer is not limited to the direct benefits of the product. Accordingly, it is important to look for new decisions, which can help to create value for the customer.
One of the newest and, considering the current market situation and challenges for companies, the most promising marketing strategy is content marketing. Over the past decade several articles have been published related to the content marketing concept (Kucuk & Krishnamurthy, 2007; Steimle, 2014; Ahmad, Musa, & Harun, 2016; , application (Holliman & Rowley, 2014; Baltes, 2015 ; Kose & Sert, 2017; and its effect (Singh, 2016 ; Kidane & Sharma, 2016; . Nevertheless, despite the fact that the content marketing concept lays strong focus on value and value creation, there is lack of studies about the role of content marketing decisions in the customer value context. Discussions about the content marketing decisions for the customer value creation show the importance of knowing how they can be associated with, which content marketing decisions create value for the customer and how they can be used in different communication channels.
Considering all the discussed insights, the object of this research is content marketing decisions that serve the purpose of customer value creation The scientific problem analysed in the article is formulated by a question: how the content marketing decisions relate to the created customer value in social networks? The purpose of the research is to determine the strength of the relationship between the content marketing decisions and created customer value.
Materials and Methods
To achieve the purpose of the article, the analysis and synthesis of scientific literature in the fields of content marketing (Pulizzi, 2012 were applied as well -systematic analysis, evaluation, generalization, comparison and abstraction.
Theoretical substantiation
The dramatically changing virtual environment has formed a competitive business setting, which provides opportunities for conducting business communication online (Kidane & Sharma, 2016 Kannan, 2017; . Moreover, the adoption of the newest marketing strategies can be understood much more broadly -not only as a survival tactic, but also as a way to win a customer.
One of the winning strategies offered by business and science (Pulizzi, 2012; Hanafizadeh & Yarmohammadi, 2015; Kose & Sert, 2017 ) is content marketing. Accordingly, there areplenty of marketing strategies that focus on content marketing to capture consumer's attention through unique, valuable, well produced and entertaining content, to make a more intense and significant impact than before (AguileraMoyano, Baños-González, & Ramírez-Perdiguero, 2015). It is worth mentioning that content-based orientation is not really a new strategy and it is actually as old as any other marketing paradigm, but content marketing, as a purified concept and separate type of marketing, is still in the development phase (Pulizzi, 2012; Azad, AliAkbar, & Zomorodian, 2016) . Besides that, as Kose & Sert (2015) emphasize, content marketing today is one of the most remarkable approaches in the context of marketing processes of companies. The value of this kind of marketing has improved over time, due to the latest developments in computer and communication technologies.
In scientific literature we can detect several types of content marketing definitions: from one of the earliest definitions 'Content marketing attracts potential consumers and increases their engagement and empowerment through the creation, dissemination and sharing of free content, relevant, meaningful, valuable and able to inspire confidence in existing and potential customers' given by S. Kucuk & S. Krishnamurthy (2007) , to one of the newest 'The content marketing is sharing the valuable information regarding the products and brands to attract others to participate in purchasing activities that create the engagement relationship between consumers and the companies' given by Ahmad, Musa & Harun (2016). Obviously, those ten years of content marketing development did not dramatically affect the essence of its concept. According to J. Steimle (2014) , the key factor in content marketing is value. He makes a short statement about this subject saying that 'You can tell if a piece of content is the sort that could be part of a content marketing campaign if people seek it out, if people want to consume it, rather than avoiding it' (Steimle, 2014) . There is also an approach understanding content marketing as the means of value creation, putting a lot of weight on the conduit (Hanafizadeh & Yarmohammadi, 2015) . Such a view considers content as the means of producing value for the target audience. Therefore, it is clear that the main goal of implementing content marketing is to distribute valuable and consistent content to the target audience in order to stipulate the profitable consumer action. In other words, content marketing concept is based on an assumption that when enterprises provide valuable information for the customer, they can expect useful customer response.
Considering the previously discussed content marketing concept, it can be seen that the idea of content marketing has interface with the idea of the customer perceived value. Content marketing not only directly and indirectly relates to consumer value attributes (Pulizzi, 2012 As a response to these problematic areas, R. Jaakonmäki, Müller & Brocke (2017) distinguish three key factors that lead to the customer engagement in social networks:
• The customer interfaces with the content creator (e.g. demographic characteristics, image, number of followers);
• Context of the content (e.g. time, place, topical issues);
• The main decisions of the content (e.g. visual and textual element). The last factor is one of the most dependent on the communicating company.
Research design
In this study, correlation analysis is applied. Correlation is a bivariate analysis that measures the strength of association between two variables and the direction of the relationship. For correlation strength measurements, authors use Pearson's correlation coefficient, which shows the linear relationship between two sets of data and has no meaning for describing nonlinear relations.
Correlation is an effect size and so we can verbally describe the strength of the correlation using the guide that V. Kasiulevičius & G. Denapienė (2008) suggest for the estimation of correlation coefficient (r value) which describes only linear association (Table 1 ). In terms of the strength of linear relationship, the value of the correlation coefficient varies between +1 and -1. A value of ± 1 indicates a perfect degree of association between the two variables (Vakrina, 2007; Cohen et al., 2013) . A value of 0 signifies that there is no linear relationship between the variables.
With this type of analysis, authors of this paper aim to examine the correlation between the number of certain content marketing decisions (independent variable x) and the number of distinguished customer value indicators (dependent variable y). The use of correlation analysis is appropriate since it measures the overall relationship between the two sets of variables. Despite the object of the research, this method was used in previous studies related to social networks (Malik et al., 2016) , digital marketing (Aras et al., 2017) or customer value (Zameer et al., 2015) . Correlation analysis and Pearson's correlation coefficient are known as the best method of measuring the relationships between variables of interest because it is based on the method of covariance. Moreover, it gives information about the magnitude of the correlation, as well as the direction of the relationship.
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However, it should be noted, that correlation analysis itself does not reveal causes of the relationships between independent and dependent variables but evaluates the strength (r value) and statical significance (p-value) of correlation.
Facebook page of organic farm 'Ilzenberg manor' was taken for the field research to be performed. This particular farm, which is located in Lithuania, was chosen because of several reasons: a wide range of services and goods; a large number of followers (15 550); consistent communication and various forms of content marketing decisions in their posts. The main activity of 'Ilzenberg manor' is trade of organic food products and services for private recreation and celebration. The main target group is city residents who are interested in ecological lifestyle and like to be in nature. Until now, the main flow of followers was achieved organically.
In order to determine the linear relationship between content marketing decisions and created customer value indicators, data from Facebook posts of organic farm 'Ilzenberg manor' was collected. Research sample includes all posts from June to December of the year 2017 (N=120). This period was chosen taking into account the peak of activity. Research was conducted in January, 2018.
The number of content forms (photos, emoji, hashtags, etc.) given in a particular post were counted as content marketing decisions (independent variable x). The number of the customer's reactions, comments, shares and post engagement rate was counted as the outcome -customers' value perception (dependent variable y). Post engagement rate is derived as the total number of reactions, comments and shares for a particular post to the total number of page followers. Before correlation analysis, authors tested collected data in order to be sure, what data meet the main assumptions of the Pearson's correlation coefficient (e.g. absence of outliers, normality of variables etc.). MS Excel was used for data processing and correlation analysis. Table 2 contains overall results of correlation analysis between different content marketing decisions and customers' value perception. Another content marketing decision, which was taken into account, is the number of photos. It was noted that the vast majority of the 'Ilzenberg manor' photos capture professional images of nature, manor surroundings and farm production. The result shows the highest positive r value -0.714, with p-value of < 0.05. It shows that the usage of photos in Facebook posts is a very good tool to increase user's engagement, especially in case of reactions.
Results and Discussion
However, this is not valid for banners. The obtained correlation coefficient is negative (r=-0.331) and p-value is statistically highly significant (p<0.01). Hence, it means that usage of banners has a negative effect on user's engagement in the particular case. It could be explained by the fact that Facebook policy is to avoid banner-type posts and reduce organic reach. On the other hand, all banner-type posts from 'Ilzenberg manor' were very commercial.
In recent years, researchers and experts (Lipsman et al., 2012; Merchant et al., 2014; Kose & Sert, 2017) have been highlighting the importance and advantages of video format in social networks. Notwithstanding, in this case video has no strong and significant linear realationship (r=0.026; p≥0.05). And even if the duration of the video has a weak positive correlation (r=0.332) with user's engagement, result is not significant (p≥0.05) as well.
Correlation results between the number of emoji and user's engagement indicate the most negative relationship. The correlation coefficient is (-0.621) and the p value is (<0.01). This shows that the result is highly significant. It also indicates that if the firm uses a lot of emoji, it will adversely affect user's engagement.
In the analyzed posts, hashtags have been frequently used (3.7 hashtags per post). Usually, hashtags mark specific themes, products, slogans, type of the content or brand name, e.g.: #cheese, #beautifulnature, #noconservant, etc. This kind of tagging makes it possible for the customers easilyfind messages with a specific theme or content (Lipsman et al., 2012; Azad, AliAkbar, & Zomorodian, 2016) . Moreover, it could be used not only as a tag, but as a short message form as well. Accordingly, the association between the number of hashtags and user's engagement was moderately strong and positive (r=0.502) and statistically highly significant (p<0.01).
In terms of links usage, analysis revealed noticeable results. Various authors (Archer-Brown, Piercy, & Joinson, 2013; Aguilera-Moyano, Baños-González, & Ramírez-Perdiguero, 2015) note that the use of links, especially to other websites, is not a good step from the perspective of valuable content creation. But in 'Ilzenberg manor' case, results indicate a different situation. Both sitelinks and external links have no positive effect on user's engagement. Therefore, the effect of the inner link was much stronger (r=-0.411) and statistically highly significant (p<0.01). This may be because of the fact that most of the sitelinks were focused on direct sales.
By assessing the numbers of tags (r=0.167), action buttons (r=-0.172) and location tags (r=0.298) linear relationship with user's engagement, authors of this paper did not notice any strong and/or statistically significant correlation. It indicates that these content marketing decisions are not useful for the customer value creation.
Taking all the aforementioned into account, it could be stated that the application of different content marketing decisions throughout Facebook posts indicates linear relationship with user's engagement. 
